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Future plans include collecting more on-site data at Jack Johnson
concerts to see how fans respond to message framing within AAO
initiatives, and determining the appropriate weighting factors for the
benchmark criteria developed by Lynes et al. (2014).
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If Climate Change is a Super Wicked Problem, is Social
Marketing a Super wicked Solution?
Abstract
Australian governments, at all levels, have developed and delivered
climate change social marketing programs, ranging from large-scale
information provision to small-scale intensive engagement with target
groups and individuals. These have primarily focused on mitigation
responses to reduce the contribution of individuals and communities
to climate change. More recently, adapting to climate change has
been the focus of an increasing number of programs, reflecting a
broader ideological shift within governments from mitigation to
adaptation.
Social marketing has been criticised as an inadequate response to
the problem of climate change when delivered in isolation from
broader policy responses. This paper argues that current and
historical social marketing approaches fail to take account of the
complexities inherent in climate change. The shift from purely
mitigation-based programs to those with an adaptation focus is an
example of the sort of confounding factor, which has the potential
both to create problems for current social marketing as well as to
create opportunities for new approaches. Only by viewing climate
change as a super wicked problem, with discrete but related
complexity factors, can the designers of social marketing programs
hope to develop and implement programs that will respond
adequately.
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Abstract
Drawing on value theory, this study explores the value of using
energy efficiently by drawing on focus group research conducted in
regional New South Wales, Australia with low-income older residents.
Insights are offered through a value-in-behaviour perspective. This
approach inspires social marketers to foster individual behavioural
change through better understanding how value is created through
everyday practices/uses. Within the value-in-behaviour framework
this paper provides an account of how low-income older residents
perceive the functional, economic, emotional, social and ecological
value of using energy efficiently in the contexts of their everyday lives.
Attention is drawn to how value in using energy efficiently emerges
within the everyday contingencies and constraints configured by
individual households’ financial, social, material and cultural contexts.
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Social Practice Theory: A New Insight for Social Marketers to
Foster Pro-environmental Behavior
Abstract
Behavior change theories and models had been widely applied in
social marketing program, most of them focus primarily in individual-
level and overlook other perspectives that significant to behavior
change process. For that, social practice theory has been introduced
among social marketers to provide new insights in behavior change
process. This theory focuses on the change of social practices itself
rather than individual or innovation. The potential of this theory
cannot be neglected since a number of researches had applied social
practice theory in recent years. The aim of this review was to
contribute to the discussion of theories and models of behavior
change and social practice theory and to offer an explanation of
insight provided by social practice theory.
Key words: Social Marketing; Social Practice Theory; Behavioral
Change; Sustainability
Introduction
The term “sustainable development” has become familiar to many
people as a result of the efforts by international organization,
governments, and society and attracts more people to engage in
environmental sustainability (Drexhage & Murphy, 2010). Due to
environmental problems were mainly attributed to unsustainable
human activities and behavior (Takahashi & Selfa, 2014), thus
behavior change was the aims among most of the institutions when
planning for sustainability. Although main achievements of social
marketing are within the field of healthcare, recently social marketing
has been applied to foster pro-environmental behavior with the assist
of behavioral theory and it can be seen from various researches. For
instances, Gray and Bean (2011) used social marketing
segmentation approach to reduce household electricity consumption
in New South Wales (NSW). Furthermore, Dale et al. (2012) increase
recycling behavior among facility users in Rocky Mountain National
Park (RMNP) in Estes, Colorado using Community-based Social
Marketing (CBSM).
The Behavioral Theory or Models in Social Marketing Programs
Lefebvre (2000) reviewed the behavior change theories and models
in social marketing programs and highlighted the more commonly
mentioned theories and models in such programs including Theory of
Planned Behavior, Health Belief Model (HBM), Social Cognitive
Theory, the Transtheoretical Model of Behavior Change, and diffusion
of innovations. For instances, theory of planed behavior is an
extension of the theory of reasoned action (Fishbein & Ajzen, 1975).
This theory suggests one‟s intention is the independent factor to
performed behavior. Individual intention is determined by one‟s
attitude toward the behavior (evaluation to the outcomes of behavior)
and subjective norm (social perception or social pressure that causes
individual inclines to do what other people think he or she should do).
The last independent determinant to intention is perceived behavioral
control (perceived ease or difficulty of performing the behavior) and it
also could directly determine individual‟s behavior (Ajzen, 1991).
Next, health belief model (HBM) is a cognitive model that implies an
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